Expanding export role for 
developing countries — 
oilseeds and 
vegetable oils 

Rising demand for wooder 
household furniture 

Export opportunities for 
developing countries in the 
USSR market 

Drawing up a contract for an 
export joint venture 

Insuring your export shipments 

Freight forwarders — how to 
use them in foreign 
trade 

Meeting the right visitors 
on your stand 

World trade in cephalopods - 
a growing business 

Opportunities for exporting to 
Poland 

Selected rubber products offer 
good export prospects 


Packaging, export 

Using suitable packaging for 
exports of floricultural 
products 


Publications 

Promoting exports to Europe — 
Part I: Using product 
literature and sales trips 


Quality management 

The Bureau of Indian 
Standards: assistance to the 
country’s exporters 

Quality management systems: 
guidelines for export 
companies 

The EC’s new system for 
ensuring product quality 

Measures for ensuring quality 
conformance in 
imports 

Achieving suitable export 
quality in processed food 
products 

India’s export quality control 
system 

Quality control circles: 
Colombia’s experience 

Cuptasting: quality control for 
coffee exports 

Quality management for 
imports 


Services of governments 

Least developed countries: 
basic information for export 
marketing 

The Australian market — how 
to benefit from the 
opportunities 

Developing export managers: 
DeCTA’s approach 

Canada’s import promotion 
office for developing 
countries 

A radio programme as a trade 
promotion tool 


1/1990 p. 
4/1989 p. 


4/1989 p. 
4/1989 p. 
4/1989 p. 
3/1989 p. 
3/1989 p. 
2/1989 p. 
2/1989 p. 
1/1989 p. 


1/1992 p. 


3/1993 p. 


2/1993 p. 
1/1993 p. 


2/1992 p. 


1/1992 p. 
4/1991 p. 
1/1991 p. 
4/1990 p. 
3/1990 p. 


4/1993 p. 


4/1991 p. 16 
4/1990 p. 26 


3/1989 p. 10 
3/1989 p. 18 


Trade information services 

Market information at your 
fingertips 

Using online databases in a 
cost-effective way 

Foreign trade statistics: a basic 
market research tool 

Trade information for coffee 
traders: the essentials 

Legal databank for foreign 
trade 

Computerized networks for 
overseas trade offices 

MNS: market intelligence for 
export decisions 

Market briefs: an effective 
information tool 

Determining users’ needs for 
trade information 


Trade procedures 

Towards paperless 
international trade: 
EDI and EDIFACT 

Insuring coffee shipments for 
export 

Negotiating strategies: the 
question of price 

Techniques for monitoring and 
administering import 
contracts 

Defining terms and conditions 
in import contracts 

The revised Incoterms: key 
features 

Drawing up a contract for an 
export joint venture 

Insuring your export shipments 

Freight forwarders — how to 
use them in foreign trade 


Trade promotion organizations 

The basic functions of national 
trade promotion 
organizations 

Trade promotion 
organizations: a variety of 
approaches 

Financing a TPO: possible 
sources 


Trade promotion techniques 

An innovative approach to 
export financing 

Multinational generic 
promotion: a cost-effective 
approach 

The Bureau of Indian 
Standards: assistance to the 
country’s exporters 

Promoting intraregional trade: 
a strategic approach for 
developing countries 

Export production villages: Sri 
Lanka’s novel approach 

Evaluating trade promotions 

The basic functions of national 
trade promotion 
organizations 

Promoting exports to Europe — 
Part II: Using trade fairs and 
advertising 


4/1993 p. 
4/1991 p. 
3/1991 p. 
1/1991 p. 
4/1990 p. 
2/1990 p. 
2/1990 p. 
1/1990 p. 
1/1990 p. 


3/1991 p. 
2/1991 p. 
2/1991 p. 


2/1991 p. 
3/1990 p. 
2/1990 p. 


4/1989 p. 
4/1989 p. 


3/1989 p. 


3/1992 p. 


2/1992 p. 
2/1989 p. 


4/1993 p. 
3/1993 p. 
3/1993 p. 
3/1993 p. 
1/1993 p. 
3/1992 p. 


3/1992 p. 


2/1992 p. 


12 

4 
22 
20 
24 
18 
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Promoting exports to Europe — 
Part I: Using product 
literature and sales trips 

Using online databases in a 
cost-effective way 

India’s export quality control 


system 

Foreign trade statistics: 
a basic market research tool 

Using computers to strengthen 
foreign trade training 

Quality control circles: 
Colombia’s experience 

Trade information for coffee 
traders: the essentials 

Computerized networks for 
overseas trade offices 

Market briefs: an effective 
information tool 

Determining users’ needs for 
trade information 

Meeting the right visitors on 
your stand 

A radio programme as a trade 
promotion tool 

Financing a TPO: possible 
sources 

Training 

Assessing requirements for 
developing your training 
capacity 

Using business practitioners in 
the classroom: some do’s 
and don’ts 

Analyzing export training 
needs for company staff 

Mexico's Ins*::ute of Technical 
Training: an innovative 
approach 

The Ghana Export School: 
success with minimum 
investment 

Using computers to 
strengthen foreign trade 
training 

Skills for business 
negotiations 

Evaluating training 
programmes 

Developing export managers: 
DeCTA’s approach 

Export training in the 90s 

Training export executives of 
small companies 

Making your training institute 
known to the target 
audience 

Determining export training 
needs for company staff 


Transport 

Airfreight: an attractive mode 
for importers 

Insuring your export 
shipments 

Freight forwarders — how to 
use them in foreign trade 


1/1992 p. 
4/1991 p. 
4/1991 p. 
3/1991 p. 
2/1991 p. 
1/1991 p. 
1/1991 p. 
2/1990 p. 
1/1990 p. 
1/1990 p. 
3/1989 p. 
3/1989 p. 
2/1989 p. 


4/1993 p. 


3/1993 p. 
2/1993 p. 


4/1992 p. 


1/1992 p. 


2/1991 p. 
4/1990 p. 
4/1990 p. 


4/1990 p. 
1/1990 p. 


4/1989 p. 


3/1989 p. 
2/1989 p. 
1/1989 p. 
1/1989 p. 


3/1990 p. 4 
4/1989 p. 22 
3/1989 p. 4 
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Products and services 


Artificial flowers 
How Honduras developed 
exports of artificial flowers 


Beekeeping products 
Market outlook for selected 
beekeeping products 


Cephalopods 

Prospects for cephalopods 
bright in the U.S. market 

World trade in cephalopods - 
a growing business 


Cocoa 
The cocoa market in selected 
east European countries 
Specialty cocoa beans: 
a market to watch 
carefully 
An export administration office 
for cocoa 


Coffee 

The international coffee trade: 
developing an export 
strategy 

Steps in preparing coffee 
exports 

Insuring coffee shipments for 
export 

Trade information for coffee 
traders: the essentials 

Cuptasting: quality control for 
coffee exports 


Copper 

Copper semimanufactures : 
untapped market 
opportunities 


Cotton 
Cotton household textiles - 
opportunities for exporters 


1/1990 p. 4 


4/1992 p. 24 


1/1993 p. 14 
2/1989 p. 4 


4/1991 p. 20 


1/1991 p. 26 
2/1990 p. 14 


3/1992 p. 4 
3/1991 p. 16 
2/1991 p. 4 
1/1991 p. 20 
4/1990 p. 4 


2/1991 p. 14 


1/1990 p. 12 


Flowers 

Using suitable packaging for 
exports of floricultural 
products 

Marketing cut flowers in Japan 
and Hong Kong 


Fruit juices 

Spectacular growth in major 
markets for fruit 
juices 

Rising demand for tropical fruit 
juices and pulp 


Geotextiles 
Geotextiles: opportunities for 
natural-fibre products 


Handicrafts 
Handicrafts: developing export 
potential 


Herbs 
Prospects in European market 
for culinary herbs 


Imitation jewellery 
Favourable outlook for exports 
of imitation jewellery 


Jute 

Multinational generic 
promotion: a cost-effective 
approach 


Leather 

Leather goods: attractive 
exports for developing 
countries 


Processed food 

Achieving suitable export 
quality in processed food 
products 


4/1992 p. 4 
3/1991 p. 28 


3/1991 p. 4 
4/1990 p. 12 


1/1991 p. 10 


2/1990 p. 10 


1/1992 p. 4 


1/1993 p. 22 


3/1993 p. 4 


3/1993 p. 22 


1/1992 p. 16 


Rubber products 
Selected rubber products offer 
good export prospects 


ilk 
Silk goods: selling to the 
Japanese market 
Silk surges in the U.S. market 
Silk: sales outlook by sector 
Advice to new silk exporters 


Sisal 

Multinational generic 
promotion: a cost-effective 
approach 


Spices 

Multinational generic 
promotion: a cost-effective 
approach 

Spices: trends on the world 
market 


Tea 

Multinational generic 
promotion: a cost-effective 
approach 


Vegetable oils, oilseeds 

Trading vegetable oils and 
oilseeds 

Expanding export role for 
developing countries — 
oilseeds and vegetable oils 


Wood products 

Rubberwood: an export that 
conserves the environment 

Processed wood products: the 
challenging U.S. market 

Bright outlook for exports of 
wood products to Japan 

Rising demand for wooden 
household furniture 


1/1989 p. 20 


3/1992 p. 10 
1/1991 p. 4 
1/1991 p. 6 
3/1990 p. 10 


3/1993 p. 4 


3/1993 p. 4 
4/1992 p. 14 


3/1993 p. 4 


3/1990 p. 22 


1/1990 p. 20 


2/1993 p. 4 
2/1992 p. 10 
4/1991 p. 8 
4/1989 p. 4 


Geographic 


Africa 

Promoting intraregional trade: 
a strategic approach for 
developing countries 


Australia 

The Australian market — how 
to benefit from the 
opportunities 


Canada 

Canada’s import promotion 
office for developing 
countries 


3/1993 p. 14 


4/1991 p. 16 


3/1989 p. 10 


Colombia 

Quality control circles: 
Colombia’s 
experience 


Europe 

Marketing in Europe: know 
the business 
customs 

Promoting exports to Europe — 
Part II: Using trade fairs and 
advertising 

Prospects in European market 
for culinary herbs 


1/1991 p. 16 


4/1992 p. 10 


2/1992 p. 16 
1/1992 p. 4 


Promoting exports to Europe — 
Part I: Using product 
literature and 
sales trips 

The cocoa market in selected 
east European countries 


European Community 

The EC’s new system for 
ensuring product quality 

France 

Least developed countries: 
basic information for export 
marketing 


1/1992 p. 10 
4/1991 p. 20 


1/1993 p. 10 


4/1993 p. 8 
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Import channels in France 1/1993 p. 18 


Ghana 

The Ghana Export School: 
success with minimum 
investment 1/1992 p. 20 

Honduras 

How Honduras developed 
exports of artificial 
flowers 1/1990 p. 4 

Hungary 

The cocoa market in selected 
east European 


countries 4/1991 p. 20 


India 

The Bureau of Indian 
Standards: assistance to the 
country’s exporters 

India’s export quality control 
system 4/1991 p. 12 


3/1993 p. 8 


Bile goods: selling to the 


Japanese market 3/1992 p. 10 


Bright outlook for exports of 
wood products 
to Japan 

Marketing cut flowers in 
Japan and Hong 
Kong 3/1991 p. 28 


4/1991 p. 8 


Lesotho 

An innovative approach to 
export financing 

Mexico 

Mexico’s Institute of 
Technical Training: an 
innovative approach 


4/1993 p. 4 


4/1992 p. 16 


Poland 

The cocoa market in selected 
east European 
countries 4/1991 p. 20 

Opportunities for exporting to 
Poland 


2/1989 p. 18 


Russian Federation 
New marketing opportunities 


in the Russian Federation 4/1993 p. 18 


Export opportunities for 
developing countries in the 
USSR market 


South Pacific 
A radio programme as a trade 
promotion tool 


Sri Lanka 
Export production villages: Sri 
Lanka's novel approach ~ 


Swaziland 
An innovative approach to 
export financing 


United Ki 
Developing export managers: 
DeCTA’s approach 


United States 

Prospects for cephalopods 
bright in the U.S. market 

Processed wood products: the 
challenging U.S. market 

Silk surges in the U.S. market 

Silk: sales outlook by sector 


4/1989 p. 12 


3/1989 p. 18 


1/1993 p. 4 


4/1993 p. 4 


4/1990 p. 26 


1/1993 p. 14 


2/1992 p. 10 
1/1991 p. 4 
1/1991 p. 6 


continued from page 29 


As mentioned above, only small 
quantities of dehydrated vegetables 
are sold as such by the retail trade. 
Retailers purchase processed foods 
containing dehydrated vegetables 
direct from the food manufacturers 
or through brokers. 


Oatioox 


Although the market for dehydrat- 
ed vegetables is currently stable, 
in the longer run demand could 
expand. 

Market growth will depend on 
the general world economic situa- 
tion, the degree of innovative prod- 
uct development by the food indus- 
tries, and the appearance of new 
markets for dehydrated vegetables 
and food products containing dehy- 
drated vegetables. 

For example, the consumption of 
soups is low in southern Europe, as 
is that of most processed foodstuffs 
in eastern Europe. Some developing 
countries in Asia and Latin America 
that are becoming attractive mar- 
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kets for processed food products-are 
expected to increasingly import de- 
hydrated vegetables for their own 
food industry or to import end- 


products 
vegetables. 

The prospects for individual de- 
hydrated vegetables and herbs obvi- 
ously vary from one market to an- 
other, but, in general, products such 
as onions, mushrooms, tomatoes, 
garlic, leeks, beans, bell peppers 
and carrots will probably remain the 
main items traded. Many other de- 
hydrated products however, for 
instance cabbage, celery, aspara- 
gus, cauliflower, broccoli, spinach, 
horseradish and various herbs, 
should be able to find smaller but 
interesting markets. 

On the supply side, most forms of 
dehydrated vegetables are currently 
over-supplied, although occasional 
shortages of ven types of vegeta- 
bles or herbs may occur because of 
crop failures. Competition has in- 
tensified in recent years and is likely 
to remain strong. Producers in east- 
ern Europe are expected to compete 
more vigorously in certain prod- 


containing dehydrated 


ucts in the future. Developing coun- 
tries and areas, however, will con- 
tinue to play an important role in 
this trade. 

To be successful, exporters in de- 
veloping countries should draw up 
appropriate export marketing strate- 
gies, clearly defining their range of 
products and target markets, estab- 
lishing high levels of quality for ex- 
port and selecting efficient distribu- 
tion channels. Exporters should 
continue to upgrade their produc- 
tion and quality and follow through 
on export orders in a reliable and 
efficient manner. 

Considering that the world mar- 
ket for dehydrated vegetables is 
likely to remain highly competitive, 
any investment decisions on start- 
ing new or expanding existing pro- 
duction of dehydrated vegetables 
for export should be based on care- 
ful appraisal of all the relevant fac- 
tors. Among the most important are 
the infrastructure in the producing 
country, raw material supply, pro- 
duction costs and, in particular, up- 
to-date market forecasts for the 
products in question. 
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